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Perkembangan industri logistik di Indonesia terus meningkat dengan sangat 
pesat dari tahun ke tahun. Hal ini tentunya didukung oleh berubahnya perilaku 
konsumen jaman sekarang yang cenderung lebih sering dan lebih suka berbelanja 
melalui media online. Namun dengan adanya peluang yang begitu besar di industri 
ini, banyak orang yang berusaha memasuki bidang usaha ini yang pada akhirnya 
membuat persaingan menjadi semakin ketat. Dengan banyaknya jumlah pesaing, 
perusahaan dituntut untuk terus melakukan inovasi-inovasi agar dapat merebut hati 
dari para konsumen. Penelitian ini bertujuan untuk mengetahui dan menganalisis 
pengaruh Experiential Marketing dan Celebrity Endorsement terhadap Repurchase 
Intention melalui Customer Satisfaction pada J&T Express Surabaya. Pada 
penelitian ini, data diambil dengan menyebarkan kuesioner kepada 150 responden. 
Teknik pengambilan sampel yang digunakan pada penelitian ini yaitu non 
probability sampling dengan cara purposive sampling. Teknik analisis data yang 
digunakan adalah structural equation modeling (SEM) dan menggunakan program 
LISREL. 
Hasil dari penelitian ini menyatakan bahwa Experiential Marketing 
berpengaruh positif dan signifikan terhadap Customer Satisfaction, Celebrity 
Endorsement berpengaruh positif dan signifikan terhadap Customer Satisfaction, 
Customer Satisfaction berpengaruh positif dan signifikan terhadap Repurchase 
Intention, Experiential Marketing berpengaruh positif dan signifikan terhadap 
Repurchase Intention melalui Customer Satisfaction, dan Celebrity Endorsement 
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THE INFLUENCE OF EXPERIENTIAL MARKETING AND CELEBRITY 
ENDORSEMENT ON REPURCHASE INTENTION THROUGH 




The development of the logistics industry in Indonesia continues to increase 
very rapidly from year to year. This is certainly supported by the changing behavior 
of today's consumers who tend to be more frequent and prefer to shop through 
online media. But with such a large opportunity in the industry, many people are 
trying to enter this business field which in turn makes competition even tighter. 
With the large number of competitors, companies are required to continue to 
innovate in order to win the hearts of consumers. This study aims to determine and 
analyze the influence of Experiential Marketing and Celebrity Endorsement on 
Repurchase Intention through Customer Satisfaction on J&T Express Surabaya. In 
this study, data was taken by distributing questionnaires to 150 respondents. The 
sampling technique used in this study is non probability sampling by means of 
purposive sampling. The data analysis technique used is structural equation 
modeling (SEM) and uses the LISREL program. 
The results of this study state that Experiential Marketing has a positive and 
significant effect on Customer Satisfaction, Celebrity Endorsement has a positive 
and significant effect on Customer Satisfaction, Customer Satisfaction has a 
positive and significant effect on Repurchase Intention, Experiential Marketing has 
a positive and significant effect on Repurchase Intention through Customer 
Satisfaction, and Celebrity Endorsement has a positive and significant effect on 
Repurchase Intention through Customer Satisfaction. 
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